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PENGARUH BRAND CREDIBILITY DAN BRAND PRESTIGE 
TERHADAP PURCHASE INTENTION MELALUI PERCEIVED 
QUALITY PADA SMARTPHONE APPLE IPHONE 6 
DI SURABAYA 
 
ABSTRAK 
 
 Penelitian ini memiliki tujuan untuk menguji pengaruh brand 
credibility dan brand prestige terhadap purchase intention melalui perceived 
quality pada smartphone Apple iPhone 6 di Surabaya. Penelitian ini bertujuan 
untuk mengembangkan pemahaman konsep ekuitas merek. 
Jenis penelitian yang digunakan pada penelitian ini adalah penelitian 
kuantitatif yang diartikan sebagai penelitian yang berlandaskan pada filsafat 
positivisme, digunakan untuk meneliti pada populasi atau sampel tertentu. 
Teknik pengambilan sampling yang digunakan adalah nonprobability 
sampling. Sampel yang digunakan berjumlah 150 orang konsumen 
smartphone Apple Iphone 6 di Surabaya. Data dikumpulkan dengan 
menggunakan kuesioner. Teknik analisis data yang digunakan adalah 
structural equation model dengan bantuan progam Lisrel.  
Hasil analisis ini menunjukkan bahwa brand credibility dan brand 
prestige berpengaruh terhadap purchase intention melalui perceived quality. 
Saran praktis yang diajukan adalah peningkatan membuat suatu iklan yang 
kreatif, terpercaya dan terus melalukan inovasi akan desain produknya serta 
tetap berfokus pada segmentasi kelas atas dengan menetapkan harga 
premium dan faktor-faktor tangibel yang terus diunggulkan dan ditingkatkan 
Sedangkan saran akademis adalah dapat menggunakan variabel yang sama 
untuk dapat mempertimbangkan variabel-variabel lainnya yang berkaitan dan 
berpengaruh terhadap purchase intention, misalnya brand trust, brand 
awareness, dan brand image. 
  
Kata Kunci: Brand Credibility, Brand Prestige, Perceived Quality, 
Purchase Intention. 
 
xiii 
THE EFFECT OF BRAND CREDIBILITY AND BRAND PRESTIGE  
TO PURCHASE INTENTION WITH PERCEIVED QUALITY AS 
INTERVENING ON SMARTPHONE APPLE IPHONE 6 
IN SURABAYA 
 
ABSTRACT 
 
The purpose of this study to test the effect of brand credibility and 
brand prestige to purchase intention through perceived quality on a 
smartphone Apple iPhone 6 in Surabaya. This research aims to develop 
understanding of the concept of brand equity. 
This type of research used in this research is quantitative research 
is defined as research that is based on the philosophy of positivism, used to 
examine the population or a particular sample. Sampling technique used is 
nonprobability sampling. The sample was 150 consumer smartphone Apple 
Iphone 6 in Surabaya. Data were collected using a questionnaire. The data 
analysis technique used is structural equation models with the help of lisrel 
program. 
Results of this analysis indicate that the brand credibility and brand 
prestige influence on purchase intention through perceived quality. Practical 
suggestions put forward is the increased create an ad creative, reliable and 
continue to pull through innovations will design their products and remain 
focused on segmentation upper class by setting a premium price and the 
factors tangible that continue seeded and improved While suggestions 
academic is able to use the same variable to be able to consider other 
variables related to and influence on purchase intention, for example, brand 
trust, brand awareness and brand image. 
 
Key Words: Brand Credibility, Brand Prestige, Perceived Quality, 
Purchase Intention. 
